{" Trackunit









Trackunit is dedicated to challenge

the status quo by introducing
achnology and servill parts of
- )system from operator to OEM.

it accelerates the industry
novative and yet unknown
dimensions.
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Years

June 1998 - 2017 Daily users Active units

8.500 230.000

Costumers Employees

7.000 120

Today, Trackunit is the leading
supplier of fleet management
solutions across the globe,
operating out of our eight
offices worldwide.
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THE WORLD IS
CONNECTING




We believe we can accelerate
productivity and cost efficiency

by providing..

The right tools
that can rocket the
entire industry into
the digital age.
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Trackunit' Analytics
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Adding a new dimension

Machine "

Trackunit




Life Cycle Cost to
support machines can
range from 5X to as
much as 15X the
purchase cost of the
machine

Investment case and
ROl is very short when
Life Cycle Costs rise
above 5X the machine
purchase cost

Harbor
Research

100%

80%

60%

40%

20%

0%

Contractor

Perspective

Cost of Downtime
and low utilization

Fuel and Energy

Potential savings
Over a 5 year period
Min 25000 EURO.

Assumption:
4.5 ton Excavator

OEM / Reseller

Perspective

Improve residual

value

Warranty

v

Potential savings
Over a 5 year period
Min. 9000 EURO.

Assumption:
4,5 ton Excavator
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become an lean
organization

Speed Wins




Plan that works

Scalable, Repeatable, Business Model



We are on a journey to
become an lean organization
It's everyone's responsiblility to get us
there



Mature Capability

& Business

Immature Capability

& Business

Trackunit

Differentiated

Undifferentiated

“Core”

“Context”

Quadrant Il:
Grow NPD efforts to
scale or Acquire

For elements that are 'gaps' in our
portfolio, unless NPD efforts are
expected to have a very fast revenue
ramp-up, seek acquisitions

Quadrant I:
Invent
(NPD or Acquire)

Quadrant lll:
Partner*

Revenue opportunity is large but non-
strategic. Seek light-investment and
partnerships. Minimize spend in this
area in order to preserve investment $
for the left side of the chart.

Quadrant IV:
Watch/Exit

Non-strategic hence watch these areas
carefully. Package to be sold or
exited. Do not invest.

* Investments and acquisitions here are likely to be
wasted as it does not support our differentiation angle.




No ability to

execute
Culture Strategy
Success
No clear No true
direction adaption

N——

Technology

Digital
Transformation
Requirements



Culture

Embrace change / adaptive

Collaborative _ N
No ability to Clearly defined vision

execute Bus t  coal
Culture Strategy usiness outcomes / goals

Digital strategy

Executive buy-in
Strong digital fluency
Cross-functional teams vs. silos

Risk friendly

Decision frameworks

Success Optimized governance

No clear No true Big change vs. discrete solutions
direction adaption

N——

Continuously measure & improve

Ability to digitally re-imagine

Cloud
APl based
Automation Technology
Continuous integration & delivery Dlgltal
Service oriented architecture Transformation
Analytics .
- Requirements

Mobile



How to change a culture

Old Model
Change
thinking
to change
behavior

Trackunit

New Model
Change
behavior
to change
thinking

What We Do

Values
and Attitudes

Basic Cultural Assumptions

\

The way to change culture
is to change the observable
data of an organization,
which include what people
do and how they behave.
Anyone wanting to change a
culture needs to define the
actions and behaviors they
desire, then design the
work processes that are
necessary to reinforce
those behaviors.
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Product/Market Fit is the
first thing that matters



8/10

startups fall



TOP10 -------------------

............ STARTUP MISTAKES

Hiring Poorly
Swro 153
mson'ot. #3

Building something Uck of Focus

nobody wants (

Fall to execute
Sales & M1rhchnt‘

[ 8. Spending Too 18(2.1%) [ 5 Not Having The Right 88 (7.9%)
Much Money . Co-Founders
9. Failing To Ask 12 (1 4%) 6.Chasing Investons, oy s 4o )
For Help Not Customers ; 2014
10. ignoring Social § (0,7%) - 7. Not Making Sure You o9 4 40,
— e S Have Encugh Money g



{.’ Minimum Viable Product

A Minimum Viable Service is a service with just enough features to satisfy early customers,
and to provide feedback for future development

Not "horizontal” increments 8 o
"Vertical” increments!
Client C K 2D
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The Value of Launching
2l an Exceptional Product vs. an MVP

Most amazing
thing the web
has ever seen
Exceptional Viable

Products (EVPs) wait
until they get here

i\

Quality of Your Startup's Product

Truly __________________________________‘_.

Impressive :

Most MVPs |

Good launch here - - _ ~ :

[ ] I

1

1

Pathetic :
Harmiful Zero Quite Small Decent Massive

Attention, Customers, & Evangelism You Can Expect to Receive

Source: https://moz.com/rand/7-unlikely-recommendations-for-startups-entrepreneurs/



Trackunit

l Area

- Purpnse to

Focusis

Features

_ include

Designed for

- Legacy

| Feedback
sought on

Composition
may include
Customer
value

Timing - Built
when

. Testing

Revenue

Prototype

Test feasibility and proof of
| concept

Presentation to

_ stakeholders

Some that may be discarded

| in the MVP

Small audiences — often

_ stakeholders

Discarded after testing

Product concept and idea

Mock-up, video,
| presentation

Demonstrates promised
value

Business case and product
unproven, insufficient funds,
risks unknown

: Market need

Not f_r:rr sale

MVP

Maximize validated learning

_ for the least effort

Deployment into production
Basic and functional
Sizable customer groups

Itversion of a complete

solution

Product features and

| functionally

A functional basic product
Delivers tangible initial value

Business case and product
sound, sufficient funding,

minimal risks
Product selution

| Sold to early adopters

Source: https://www.quora.com/What-is-the-difference-between-a-prototype-and-a-minimum-viable-product-MVP
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Minimum Viable Product

Emational
design

Emotional

design

Reliable

Functional Functional

@jopas



Design Sprint
SET THE STAGE
MONDAY: UNPACK
TUESDAY: SKETCH
WEDNESDAY: DECIDE

THURSDAY: PROTOTYPE

FRIDAY: TEST

-y R RE @

www.gv.com/design/



Your “MVP” Is
NOT the product



Your “business model” IS the
product

Problem . Unique Unfair Bl i stomer
e Value Advantage |Segments
Proposition
Key Metrics Channels

Cost Structure Revenue Streams




Problem

Top 3 problems

Solution

Top 3 features

Key Metrics

Key activities you
measure

Unique Value
Proposition

Single, clear,
compelling
message that
states why you
are different and
worth buying

Unfair
Advantage

Can’t be easily
copied or bought

Channels

Path to
customers

Customer
Segments

Target customers

Cost Structure

Distribution Costs
Hosting
People, etc.

Customer Acquisition Costs

Revenue Streams

Revenue Model
Life Time Value
Revenue
Gross Margin

Lean Canvas is adapted from The Business Model Canvas (http://www.businessmodelgeneration.com) and is licensed under the
Creative Commons Attribution-Share Alike 3.0 Un-ported License.
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Top 3 features
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Problem

Top 3 problems

Solution

Top 3 features

Key Metrics

Key activities you
measure

Unique:VaIue
Proposition

1
Single, clear,
compellipg
messagq that
states why you
are different and
worth buying

1

Unfair
Advantage

Can’t be easily
copied or bought

Channels

Path to
customers

Customer
Segments

Target customers

Cost Structure

Customer Acquisition Costs

Distribution Costs

Hosting
People, etc.

Revenue Model
Life Time Value

Revenue

Gross Margin

PRODUCT

|
|
|
[ |
|
lRevenue Streams
|

MARKET

Lean Canvas is adapted from The Business Model Canvas (http://www.businessmodelgeneration.com) and is licensed under the
Creative Commons Attribution-Share Alike 3.0 Un-ported License.




. APC Culture of Problem Solving

1’r

The customer is not always
right in what they say they
want, but the customer is
always right in demanding
to be given what they need.

APC Design Philosophy

eeeeeeeeeeeeeeeeeeeeee



Lean Startup is a systematic process for
iterating from Plan A to a plan that works
before we run out of time.



Speed Wins

If we can reduce the time between pivots
We can increase our odds of success

Before we run out of money



Premature
Optimization

Run out of
resources

The optimal
learning loop



From agreement to market launch in 24 weeks using proven
lean start-up methods

Fast wins: If we can reduce the time between pivots, we can increase our odds of success before we run out of

money
Learn Faster . Build Faster
Learn Build
Split Tests Unit Tests

Customer Development Usability Tests

Five Whys Continuous Integration
Customer Advisory Board Incremental Deployment
Hypotheses Free & Open-Source

Product Owner Cloud Computing
Accountability Cluster Immune System
Customer Archetypes Just-in-time Scalability

Cross-functional Teams [ Refactoring

Semi-autonomous Teams Developer Sandbox
Smoke Tests Measure Faster Measure Faster Minimum Viable Product

Measure
, Sl UG U Funnel Analysis
Continuous Deployment

Cohort Analysis
Usability Tests Net Promoter Score
Real-time Monitoring & Alerting Search Engine Marketing
Customer Liaison Predictive Monitoring



a business model or
a value proposition
might look great

on paper...




but really it’s -
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a set of hypotheses ) W ﬂ
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HYPOTHESIS |
HYPOTHESIS l
HYPOTHESIS




there are no facts in the
building... so get the hell
out and talk to customers

- Steve Blank, entrepreneur & author




What people say, and
what people do
are two different things

) (LS
) = .
SIS\




What people say, and
what people do
are two different things

.
LA
A\
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customer segment X wants to

talk to 40 potential customers and give

how many of the interviewees




Systematically test your model




Systematically test your model




Systematically test your model




Systematically test your model




Systematically test your model

1. Customer Pain Level
2. Ease of Reach

3. Price/Gross Margin
4. Market Size




A mix of experiments

DIRECT CONTACT with customers
Learn why and how to improve

WHAT CUSTOMERS DO

Observe their behaviors

WHAT CUSTOMERS SAY

Observe their attitudes

Lab studies

* Learning prototype/MVP @ p. 222
+ Life-size prototypes @ p. 226

+ Wizard of 0z @ p. 223

Anthropologist © p. 114
For field studies

INDIRECT OBSERVATION of customers

Leamn how many and how much
N

Sale actions

+ Mock sales @ p. 236

*» Presales @ p. 237

+ Crowdfunding @ p. 237

Tracking actions
« Adand link tracking @ p. 220
+ Landing page @ p. 228

+ Split testing @ p. 230

W

AN\
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Participatory design
and evaluation
« |llustrations, storyboards,
and scenarios @ p. 224
+ Speedboat® p. 233
+ Product box @ p. 234
+ Buyafeature @ p. 235

Journalist© p. 110
For interviews

Detective © p. 108
For data analysis




Plan that works =
J Scalable, repeatable, business model

Problem/Solution :
Eit * Product/Market Fit * Scale

> < >

Focus: Validated

Learning Focus: Growth

Experiments: Pivots Experiments: Optimizations
Terrain: Qualitative Terrain: Quantitative



Development of key principles

 We are on a journey to become an lean organization, it's
everyone's responsibility to get us there

* Product/Market Fit is the first thing that matters

« Lean Startup is a systematic process for iterating from Plan A to
a plan that works before we run out of time.



uage & conceptsfrom

THE NEW YORKTIMES BESTSELLER

How Today's Use
Continuous Innovation to Create
Radically Successful Businesses

You're holding a handbook for visionaries, game changers,
and challengers striving to defy outmoded business models
and design tomorrow's enterprises. It's a book for the...

BUSIH%SL
gGenQLn‘iﬂ NnA éb ?]

WRITTEN BY How_to create products and

Alexander Osterwalder & Yves Pigneur services customers want.

CO-CREATED BY Get started with... 2 g
An amazing crowd of 470 practitioners from 45 count

DESIGNED BY k

=2 value S
i) Proposnlom
OREILLY e B, Seies Etor Des|gn * 2

strategyzer.com/vpd ¢ ‘030! r#]
written by 3
Alex Osterwalder
Yves Pigneur
Greg Bernarda
Alan smith

[terate from Plan A to a Plan That Works

/
/ strategyzer

( Series

Sequelto
Designed by
Trish Papadakos

WILEY



Let’'s connect

Soren Brogaard Jensen

CTO at Trackunit A/S
Trackunit A/S « 180 Academy

Southern Region, South Jutland, Denmark « 500+ &8
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